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ABSTRAK 
PENGARUH BRAND COMMUNICATION DAN SERVICE QUALITY 
TERHADAP BRAND TRUST DALAM MEMBENTUK BRAND LOYALTY PADA 
BANK BRI KANTOR CABANG SOLO SLAMET RIYADI 
ERICK DWI SAKTI S 
NIM. F0212041 
 Penelitian ini bertujuan untuk menjelaskan brand communication dan 
service quality terhadap brand trust dalam membentuk brand loyalty pada bank 
Bri kantor cabang Solo Slamet Riyadi. Selain itu penelitian ini juga bertujuan 
untuk menguji secara empiris hubungan antara brand communication dan service 
quality terhadap brand trust. 
 
Menggunakan metode survey, penelitian ini mengambil sampel sebanyak 
200 responden. Teknik sampling yang digunakan adalah convenience sampling. 
Adapun pengumpulan data dalam penelitian ini menggunakan kuesioner. Data 
yang terkumpul dianalisis dengan menggunakan teknik Structural Equation 
Modelling (SEM). 
 
Hasil deskripsi brand communication, service quality, brand trust dan 
brand loyalty tinggi. Hasil dari penelitian ini menunjukkan adanya pengaruh yang 
signifikan antara variabel brand communication dan service quality terhadap 
brand loyalty dalam membentuk brand loyalty. 
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ABSTRACT 
THE EFFECT OF BRAND COMMUNICATION AND SERVICE QUALITY ON 
BRAND TRUST TO FORM BRAND LOYALTY IN BANK BRI BRANCH OFFICE 
SOLO SLAMET RIYADI 
 
NIM. F0212041 
ERICK DWI SAKTI S 
 This purpose of this study is to describe the brand communication and 
service quality of brand trust to form brand loyalty in Bank Bri branch office Solo 
Slamet Riyadi. In addition, this study aims to test empirically the relationship 
between brand communication and service quality to brand trust. 
 
This research is a survey method, this study took a sample of 200 
respondents. Sampling technique used is convenience sampling. As for the 
collection of data in this study using a questionnaire. Data were analyzed using 
Structural Equation Modelling (SEM). 
 
Description of the brand communication, service quality, brand trust and 
brand loyalty are high. The results of this study showed a significant relationship 
between the variables brand communication and service quality on brand trust to 
form brand loyalty. 
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